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through  August,  is  trending  strong¬ 
ly,  reports  Nielsen  Marketing  Re¬ 
search.  For  the  ei^t-month  period, 
sales  of  men’s  products  reached 
$971.2  million,  up  6.2X  from  the 
previous  year.  Sales  of  after  shave 
and  cologne  were  up  8. 1 X . 

More  than  200  men’s  fragrances 
are  currently  in  the  market.  Men’s 
fragrance  made  a  strong  showing  at 
Father’s  Day,  with  some  stores  re¬ 
porting  double-digit  increases  over 
the  previous  year.  The  names  men¬ 
tion^  for  high  performance:  Polo, 
Drakkar  Noir,  Tuscany,  Paul  Sebas¬ 
tian,  Obsession,  Giorgio,  Aramis, 
.Armani.  All  but  Obsession  were 
boosted  with  p-w-p  and  g-w-p 
items,  such  as  glass  tumblers,  sun¬ 
glasses,  porcelain  figurines,  and 
bathrobes. 

Projected  to  show  the  most 
growth,  1987-91,  is  men’s  skin- 
care,  according  to  FIND/SVP,  NYC. 
Skincare  showed  an  estimated  40X 
increase  for  1987  over  1986  (see  ta¬ 
ble),  and  a  78.6X  increase  is  pro¬ 
ject^  for  1987-91.  Shaving  prod¬ 
ucts  comprise  about  60X  of  the 
men’s  market:  fragrance,  skincare 
and  haircare,  about  23X ;  antiper- 
spirants  and  deodorants,  about 
19X ,  based  on  1986  sales  of  $2.8 
billion  for  men’s  products,  rqiorts 
FIND/SVP. 

Though  it  has  only  2X  of  the 
men’s  market,  men’s  skincare  is  re¬ 
ceiving  more  attention.  David  A. 
Weiss,  president  of  Packaged  Facts, 
NYC,  believes  that  a  “shift  toward 
more  medical  positioning  will  prove 
a  boon’’  in  marketing  skincare  to 
men. 

And,  mote  men  are  shopping  for 
themselves.  Traditionally,  women 
have  accounted  for  about  SOX  of 
men’s  sales;  now  they  account  for 
about  60X ,  says  analyst  Andrew 
Shore  of  Shearson  Lehman  Hutton, 
NYC. 


The  overall  haircare  market  will 
see  IViX  annual  unit  growth 
through  1992,  assuming  4X  infla¬ 
tion,  according  to  Kline  &  Co.  Mar¬ 
keting  Intelligence  Service  (MIS), 
Naples,  NY,  estimates,  for  1988,  a 
30X  increase  in  new  hairstyling 
products,  which  include  grooming 
aids  and  treatment.  There  were  63 
new  products  in  the  category  dur¬ 
ing  the  first  half  of  1988  (43  for  the 
first  half  of  1987).  Shampoos/cream 
rinse/conditioner  will  show  about  a 
20X  increase,  with  98  introduc¬ 
tions  in  ’87, 61  for  the  first  half  of 
’88  and  •lA  for  the  same  period  in 
1987.  Introi.'uctions  in  the  “other” 
category,  which  includes  home 
perms  and  home  color,  dropped  to 
19  new  products  for  the  first  half  of 
’88  fiom  23  for  the  same  period  in 
1987,  with  a  total  of  51  introduc¬ 
tions  in  1987. 

Sales  of  haircare  products 
through  August ’88  were  up  6. 1 X 


to  nearly  $2.7  billion  at  broad  dis¬ 
tribution,  reports  Nielsen  Market¬ 
ing  Research.  The  key  growth  cate¬ 
gory,  Nielsen  says,  is  after- 
shampoo.  In  order,  those  categories 
showing  the  most  growth:  ethnic 
hair  preps,  after  shampoo  products, 
haircolor,  hair  fixatives. 

Growth  of  nearly  55X  in  the 
grooming  category  ($95  million  in 
1987)  was  attribute  by  Kline  &  Co. 
primarily  to  products  for  thinning 
hair.  FDA  approval  in  August  of 
Upjohn ’s  minoxidil  product,  Ro- 
gaine,  gave  further  impetus  to  the 
eatery  which  is  expected  to  reach 
$100  million  in  1989.  Hairspray 
($320  million  in  ’87)  was  also  up. 

In  the  billion-doUar  shampoo 
market,  growth  continues  at  a 
steady  2X-3X .  Ethnic  haircare  was 
roughly  a  $225-$300  million  cate¬ 
gory  in  1988.  Projected  annual 
growth  is  5X-6X  in  dollars  and 
1X-2X  in  units  through  1991,  ac¬ 
cording  to  Kline  &  Co.  figures. 

—  Theresa  Mysiewicz 

UntDcnteds, 

1988  KK$ 

JANUARY 

Features 

NAIL  CARE:  Pnatact  TnmdB,  p.S; 
Protein  and  henna  nail  treatment,  p.l2; 

At  limited  distiiNilion,  p.l3;  Profeaeioiial 
maniaires,  p.l4. 

Departments 

Viewpoint:  How's  your  service  im¬ 
age?,  p.3...Update:  Holiday  sales  sur¬ 
vey,  p.S... Fragruce:  The  names  to 
sett,  p.lS... Treatment:  Introductions 
in  anti-wiinkle  products,  prestige  skin- 
care,  deansers,  hair  care  and  nail  treat¬ 
ment,  p.  19. 

FEBRUARY 

Features 

SUN  CARE:  Growth  projections 
throng  1991,  p.S;  Key  marketers  at  lim¬ 
ited  (fistiihotion,  p.S;  Trends  at  hroad 
distittiution,  p.lO;  Recommended  sun 
protection  products,  bom  the  Skin  Can¬ 
cer  Foundation,  p.  12;  'SS  launches,  p.  13. 
Departments 

Viewpoint:  Setting  techniques  on  vid¬ 
eo,  p.4... Update:  Christmas  sales  sur¬ 
vey,  Commerce  Department  report  on 
cosmetics,  p.S.. .Fragrance:  PolyScent 
coatings.  Colors  Uomo,  and  a  Ralph 
Lauren  T-shirt,  p.lS. 

MARCH 

Features 

ETHNIC  HAIR  CARE:  Spending  in 
the  $340  million  category,  p.l2;  Depart¬ 
ment  Planogram,  p.41. 

PRICE  DIRECTORT:  Sprii«  SS 
guide  to  fragrance,  cosmetic,  and  toiletry 
product  pricing—  and  marketer  directoty, 
p.l7. 

Departments 

Viewpoint:  Conunents  from  The  Fash¬ 
ion  Growi  luncheon,  p.S.. .Update: 
Revlon  signs  teen  star,  Shisddo  expands, 
inport/export  lesomces,  p.ll... Color 
News:  Upscale  ethnic  lines, 
p.45... Fragrance:  Lineextensioos 
with  a  French  twist,  POPAl  Gold  Awards, 
p.4S... Hair  Care:  Introductions  from 
Beecham,  Gillette,  Rudi,  L’Oreal, 
p.4S... Treatment:  Skin  care  launches, 
p.51. 


APRIL 

Features 

COLOR:  Retailers  and  marketers  create 
excitement,  space  allocation  trends, 
p.l2;  At  limits  disttRiotion,  department 
store  retailers  detail  their  color  depart¬ 
ments,  p.l5;  Success  stories  at  broad  dis- 
tttmtion,  p.lS. 

Departments 

Viewpttint:  Setting  techniques  with  a 
boost,  p.6... Update:  Gokhnan-Sachs 
biannitsl  buyer  survey;  awards  for  best 
vendor  and  best  salesforce;  “Equal 
Ri^ts”  for  men,  p.9... Fragrance: 
Setting  service— an  instructional  pack 
from  the  Fragrance  Foundation;  design 
awards,  p.l9...Treatment:  Innovative 
packaging,  formulas,  new  entries, 
p.20. .  .Hair  Care:  Inexpensive  comput¬ 
er-imaging,  styling  trends,  p.22. 

MAT 

Features 

FRAGRANCE:  Analysis,  figures  and 
retailer  comments  on  the  $2.4  million 
(projected  for  ’88)  category,  p.8;  Charts 
of  usage  of  sdected  brands,  p.l2. 
Doimtown  D.C. :  Retailing  in  the  na¬ 
tion’s  capital,  p.  18. 

Departments 

Viewptdat:  How  custosaer  turnover 
translates  into  dollar  kieses,  p.4.. .Up¬ 
date:  East  meets  West  in  packaging,  the 
beauty  market  in  China  expands,  and  tri¬ 
al  sixes  extend  mature  bra^, 
p.6.  ..TreatBMBt:  Targeting  the  over- 
35  crowd.,  p.22.. .Hair:  Profit-making 
marketing  strategies,  p.24..  .Color 
News:  Protective  coverage  and  more, 
p.24. 

JUNE 

Features 

BATH&BODY  CARE:  Serving  more 
sophisticated  consumers,  p.l2;  Facts  and 
^nres  on  bath  additives,  p.  16;  A  retailer 
survey  of  bow  line  extensions  are  fating 
at  lindted  distrRMition. 

The  Nielsea  Report:  1987  sales  fig¬ 
ures  for  selected  beauty  categories  at 
broad  (ttstrRwtion,  p.  10. 

Departments 

Viewpoiat:  The  five  keys  to  knowl¬ 
edge  for  the  retailer,  p.4... Update: 
Anatomy  of  success— Wail  Street  analy¬ 
sis,  recession  lessons;  celebrity  spokes¬ 
persons,  p.6...FragraBce:  Cdebrating 
Jovan  Musk’s  sexy  scent;  home  fra¬ 
grance,  18...ColOTNews:  Barcode 
scarming  and  other  etectronic  communi¬ 
cation  in  limited  distribntion  depart¬ 
ments,  p.20...TreatKeBt:  Time-savers 
for  consumers,  p.22. 

JULY/AUGUST 

Features 

Coasaaer  Expeaditare  Stady: 

1967  sales,  a  five-year  overview  on  sales, 
ami  strong-trenders,  p.32. 
i  Advertisiad  Expaalitare  Stady: 
Manufacturers’  spending  by  category, 
p.l4. 

MaRaziaes  aad  the  CoaaaaMr: 

Glamour's  "Beauty  Attitudes  A  Im¬ 
ages”  study,  p.20. 

Holiday  Boaqaet:  Presentations  for 
1988,  p.22. 

Sapplier’s  Gaide  ’88:  A  directory  of 
fragrances/spedalty  chemicals,  packag- 
ing/components,  private  label/specialtii 
services,  and  point-of-purchase  compa¬ 
nies,  p.27. 

Departments 

Update:  First  Canadian  fragrance  to 
launch  in  the  DA.,  esoteric  marketing  for 
nail  ador,  p.6.. .(Mor  News:  Color 
targeted  to  the  “damieaUy  deguit  Black 
woman,”  p.8.. .As  I  See  It:  Advertis¬ 


ing  exec  Malcolm  MacDougall  explains  i 

why  “Beauty  is  the  toughest  sell  in  ad¬ 
vertising,”  p.  18.  i 

SEPTEMBER  i 

Features 

Color  Watch:  report  on  the  color  cos-  I 

metics  category ,  p.  12. 

Price  Directory:  Fall  '88  guide,  p.l9. 
Nielsea  &  The  Niaes:  Interview 
with  Revlon’s  Fashion  A  Designer  Group 
president  Robert  Nielsen,  p.52. 
CosaMticiaas  Ea  Mam:  In-store 
cosmeticians  at  broad  distribotion  out¬ 
lets,  p.54. 

Departments 

Viewpoiat:  Will  retatt  sales  recover  by 
Christmas?,  p.4.. .Update:  Changes  in 
names  and  ownership,  safety  iaws;  reces¬ 
sion  lessons,  the  therapeutic  boom  and  I 

the  hypermarket  forecast,  p.9... Up-  1 

dose:  Information  services,  custom  I 

warebousinganddistrRNition,  p.l0...As  | 

i  1  See  It:  by  Dorothy  Foster,  I 

I  p.59...FraRraace:  New  introductions, 

I  p.60...Hi^  Care:  new  ideas, 

I  p.62...TreatMeat:  TheFDAgoesnn-  I 

dercover,  p.64.  j 

i 

OCTOBER 

!  Features  | 

Nordstrow:  Keys  to  success,  p.8. 

I  Meetiag  AH  Traiaiag  Nee^:  What 
i  big  ptayers  tell  thw  reps,  p.  12. 

!  Usteaing  to  Mea:  Category  report, 

I  p.24. 

!  Departments 

Eeoaoaucs:  Retail  outloak,  p.5...Up- 
date:  Customerbehavior,  p.6...Up- 
I  dose:  Limited  distribution  buyers  re- 
I  port  to  Gohhnan  Sachs,  p.  16... Color 
i  News:p.l7...FraRrajKe:  BathA 
j  body,  p.i8...TreatiBeat:  Savvy  con- 
j  smaers,  p.20.. .Hair  Care:  More  con¬ 
trolled  looks,  p.22...  Accessories:  Cos- 
;  metics  organixets,  p.23. 

NOVEMBER 
i  Features 

I  Retailia^  ia  Toroato:  Canadian  re- 
I  tatters  talk,  p.  12. 

I  FraRraaceFatarestp.lS. 
j  The  Seasoned  Coasuer:  Hot  new 
'  market  segment,  p.24.  | 

!  Switching  Oa  Sales:  Small  electric 
appliances  for  personal  care,  p.24.  | 

;  Departments 
I  Viewpoiat:  Canadian  service, 

I  p.5..  .Update:  The  future  of  retailing, 
p.6. .  .Upclose:  Buyers  in  broad  distn- 
I  bution  outlets  vote  on  top  beauty  brattds, 

I  Gokhaan  Sachs  survey,  p.S... Hair 
j  News:  Sassoon’s  sohaions, 
p.27...Treatawat:  Srmcare  nutrdrers, 
how  to  win  at  the  game,  p.28. .  .Color 
News:  Shiseido’s  formula  for  boostittg 
sales,  p.29. 

I  DECEMBER 

I  Features  j 

I  Newsaakers ’88:  Arecapoftheyear  I 
I  in  the  beauty  business,  p.6.  | 

I  Talkiag  It  Over:  Industry  roundtable 
‘  with  beauty  executives,  p.  12.  i 

Departments  I 

Update:  Top  retail  achieves,  p.5.. .As  I 
ISeelt:  Arthur  A.  Land  on  indepen-  ! 
dent  (ku^tores;  adikessing  the  problem 
of  shrinkage,  p.  19.. .Color  News: 

Shades  of  Spring,  first  report,  p.20. 
Treatawat:  Visual  impact,  sun  sprays, 
p.22. ..Fragrance:  Fr^ance Research  | 
Fund  reports,  p.24.. .Hair  News:  Rev-  | 
Ion’s  answer  for  thinning  hair,  botankals  < 
inethniccare,p.26...AtRetail: Higher  ' 
profits  with  hi^tech  scanning,  p.28.  | 


